positively impact on customer loyalty (Feinberg and Kadam, 2002; Jih and Lee, 2010; Kimilogle and Zarali, 2009; Harrigan et.al., 2009) . Moreover, e-CRM/e-CRM features also effected on service quality (Wang and Mei-Ling, 2013, Baksi and Parida, 2012; Valmohammadi and Beladpas, 2014) . Therefore, we have hypothesis:
 H1: e-CRM has impact on service quality  H2: e-CRM has impact on customer satisfaction  H3: e-CRM has impact on loyalty
Service Quality
Service quality has been defined in services marketing literature as an overall assessment of service by the customers (Ganguli, S. and Roy, S.K., 2011) . According to Parasuraman et al. (1985) , service quality is the differences between customer expectations and perceptions of service. Parasuramna et al. introduced a formal service quality model including 5 dimensions: tangibles, reliability, responsiveness, assurance, empathy. Groonroos (1984) offered a service quality model with dimensions of technical quality, functional quality and corporate image.Service quality is found to be a strong predictor of customer satisfaction (Cronin and Taylor, 1992; Dabholkar et al., 2000; Spreng and Mackoy, 1996) . Research in different industries have investigated the relationship between service quality (its dimensions) and customer satisfaction -telecommunications (Woo and Fock, 1999) ; restaurants (Gilbert et al., 2004) ; hospitals (Andaleeb, 1998); hotel services (Voss et al., 1998) ; travel agencies (Bitner, 1990) ; internet services (Kim and Lim, 2001; Van Riel et al., 2001) ; multiple industries (Bitner et al., 2000) . Besides, the effects of different service quality dimensions on loyalty has also been tested in different service contexts of package tour operators (Andreassen and Lindestad, 1998), call centers (Dean, 2002) , and multi-service scenario (Zeithaml et al., 1996) and internet services (Parasuraman et al., 2005) . Besides that, customer satisfaction also affects customer loyalty (Aydin and Ozer, 2005; Kim et al., 2004) . Therefore, we hypothesize:
 H4: Service quality has impact on customer satisfaction  H5: Service quality has impact on loyalty
Customer Satisfaction
Satisfaction was considered to be transaction-specific construct which resulted from immediate post purchase judgment or affective reaction (Oliver, 1993) . Customer satisfaction is also considered from a cumulative satisfaction perspective and is defined as customer's overall experience to date with a product or service provider (Johnson et al., 2001; Krepapa et al., 2003) . Tse and Wilton (1988, pp.204 ) defined customer satisfaction as a "consumer response to the evaluation of the perceived difference between expectations and final result after consumption." Fornel (1992) defined satisfaction as an overall evaluation after purchase. All the definitions of customer satisfaction have described satisfaction as a process and they recognized that satisfaction is the final step of a psychological process (Abhisek, 2014) . Many researchers studied that service quality influences customer loyalty indirectly through customer satisfaction (Anderson and Sullivian, 1993; Caruana, 2002; Beerli et al., 2004; Lewis and Soureli, 2006) . Thus, the hypothesis is  H6: Customer satisfaction (CS) has impact on loyalty
Customer Loyalty
According to Kandampully and Suhartanto (2000), loyal customer is a customer who intends to repurchase from the same service provider, to keep a positive attitude towards the service firm, and willing to refer the service to others. Customer loyalty is defined as a deeply held commitment to rebuy or patronize a preferred product or service consistently in the future, despite situational influences and marketing efforts having the potential to cause switching behaviour (Oliver, 1997) .
Figure 1

Methodology
The population of research consists of international tourists travelling to Vietnam.The sample size is 600.The questionnaire was sent to Foreigner customers. The questionnaires were sent to 600 customers and the respondents were 397, the return rate was at 66.16%. Data is collected by questionnaires and took place over 56 days. The data was recorded firstly in Excel program from 401 online answers from automatic excel in Google document. SPSS 20.0 was conducted secondly for analysing Cronbach' Alpha and EFA. The results of EFA analysing was used for CFA and structural equation modelling analysis (SEM) in AMOS 20.0 program in order to test hypotheses.
Findings
Using the Cronbach' Alpha coefficient to measure the reliability of data with 4 constructs and 19 observed variables, the Cronbach' Alpha values of e-CRM features, service quality, customer satisfaction and loyalty are 0.867, 0.850, 0.805 and 0.801 respectively (>0.6) and the Corrected items (Total Correlation coefficient) of 19 observed variables are higher than 0.3. It can be concluded that there are 19 good reliability variables from 4 constructs.
By conducting an EFA with the principal axis factoring of component method and the Promax with Kaiser Normalization method, the first result has not reached convergence value even though KMO is high at 0.900 and sig is 0.000. Continuously removing fours inappropriate variables from the model (EC7, SQ3, SQ7, CS3) , the model has conducted secondly and the results get convergence factor at four group components (EC, SQ, CS and LO) with KMO is 0.879 and sig is 0.000. In the extraction sums of squared loadings, the percentage of cumulative is 59.620% and the total of initial eigen values is 1.005.
Confirmatory factor analysis (CFA) was conducted to identify the relationship between 4 constructs and 19 observed variables and was examined two times. The results for the first running CFA show that Chi-square/df was 4.317, GFI was 0.893, TLI was 0.883, CFI was 0.907 and RMSE was 0.091. Meanwhile CFI and GFI values greater than 0.90 indicate good model fit (Hu, L.T. & Bentler, P.M. , 1999) . GFI values greater than 0.70 indicate good model fit (Schumacker, R.E. & Lomax, R. G., 2004) . RMSEA (root mean squared error) values less than 0.06 also indicate a good model fit (Hu, L.T. & Bentler, P.M. , 1999) while values ranging from 0.08 to 0.10 indicate mediocre model fit and those greater than 0.10 indicate poor fit (Byrne, 2001 ). Therefore, model fit of the first CFA running is not good, but the covariance of M.I (modification indices) between two exogenous variables (e1 and e2) was highest at 61.240, following by the covariance of e5 and e6 at 24.534. Thus, CFA was conducted the second time to adjust the absolute value by linking e1with e2 and e5 with e6. Consequently, the GFI (goodness-of-fit index), TLA, CFI (comparative fit index) were higher value than the first one.
Structural Equation Modelling (SEM) procedures were used to determine the impact of e-CRM features, service quality and customer satisfaction on loyalty and were also used to determine the relationship H1, H2, H3, H4, H5 and H6. The SEM showed the total effect between customer satisfaction and loyalty (0.204), service quality and loyalty (0.343), e-CRM feature and loyalty (0.208) whereas service quality has strongest impact on loyalty. However, the result of SEM analysis did not show an indirect effect link from e-CRM features and customer satisfaction to loyalty, an indirect effect link from service qualityand customer satisfaction to loyalty. It can be concluded that e-CRM features, customer satisfaction and service quality have direct impact on loyalty.
The findings in table below indicates that e-CRM features, service quality and customer satisfactionhave significantly and positively influence on loyalty with Beta at 0.215, 0.391 and 0.175, p value <0.05. Thus, H3, H5 and H6 are asserted. Besides, e-CRM features and service quality, service quality and customer satisfaction, e-CRM features and customer satisfaction have interaction at 0.224, 0.206 and 0.321 respectively whereby e-CRM features and customer satisfaction have largest impact (Beta at 0.321). Thus, H1, H2, H4 are supported. Moreover, H7 is also asserted because Customer satisfaction is predicted positively by e-CRM features and Service quality. Additionally, Loyalty is positively influenced by e-CRM features, service quality and customer satisfaction, hence, H8 is asserted.
Hypothesized Path
Parameter Estimates Consequently, eight hypotheses are examined by confirming the presence of a statistically significant relationship in the predicted direction. Loyalty is significantly and positively impact by the largest determinant Service quality, following by e-CRM features and Customer satisfaction in case of hotel industry.
Conclusion
The results showed that e-CRM features, service quality and customer satisfaction are factors affecting international tourists' loyalty using hotel service in Vietnam in which e-CRM features have large impact on service quality and customer satisfaction and in turn, service quality and customer satisfaction impact loyalty. Service quality has a large influence on customer loyalty. The results of this study have important implications to hotels in Vietnam for obtaining customer loyalty in the long time. In all empirical research, this study has limitations that need to be identified. First, the sample is limited to international customers. Although the results from this research are useful for describing the
